Introduction
Developments in the information and communication technologies (ICTs) have changed the operational and strategic practices of organizations on a global level and altered the competitiveness of enterprises and regions around the world (Buhalis and Law, 2008) . E-tourism, defined as the application of ICTs on the tourism industry has dramatically affected the strategic and operational management of tourism organizations and destinations (Buhalis, 2003) . The Internet has enabled companies to expand their customer base to cover the global population cost effectively. Tourism-related industries , such as airlines and hotel chains, are able to access international customers and develop the tools to manage properties around the world at the touch of a button (Egger and Buhalis, 2008) . Small companies can also for the first time develop their "virtual size" and offer their services to global markets (O'Connor, 1999; Spencer, Buhalis, and Moital, 2012) . Tourism enterprises are recognizing the importance of technologies in their field, and they acknowledge that the management of their holistic online presence is a prerequisite for success (Inversini, Br ü lhart, and Cantoni, 2011) . In addition, since 2005, social media and Web 2.0 have provided a group of Internet-based applications that allow the creation and exchange of user-generated content (UGC- Kaplan and Haenlein, 2010) . This has enabled organizations to capitalize on UGC to engage dynamically with all their customers and stakeholders. Innovative organizations, such as Marriott, Hilton, Easyjet, and British Airways took advantage of the emerging technologies early in order to improve their operational processes and enhance their communication with consumers and stakeholders. Recent studies, at both academic and professional levels, note that the modern traveler is more aware of the opportunities generated by the Internet, and therefore is more demanding (Buhalis and Law, 2008) in terms of information gathering and opportunities evaluation.
On one hand, tourism managers need to understand and be ready to manage the complexity generated by new technologies. Companies that are able to exploit technological tools to foster communication and engagement in a bidirectional way, leading to a satisfactory and profitable interaction between all the communication actors, will gain a substantial competitive advantage in the tourism arena. On the other hand, social media have empowered the consumers: travelers carefully review past tourism experiences of other travelers to make more informed decisions, relying both on official websites (e.g., destinations and hotels) and on unofficial ones (e.g., tripadvisor.com, blogs . Electronic word-of-mouth (eWoM-Hennig-Thurau et al., 2004) can be defined as all informal communications directed at consumers through Internet-based technology related to the usage or characteristics of particular goods and services (Litvin et al., 2008) . EWoM often contains emotional messages that can inf luence travelers' decision-making processes . EWoM communications are hosted and spread by social media and in certain blogs, social networks (such as facebook.com and twitter.com), and rich media social sites (such as YouTube.com and Instagram.com) .
Additionally, in the hypercompetitive online tourism environment, travelers rely heavily on search engines to locate appropriate information on the Internet. Search engines display a series of relevant results after filtering the possible information that can be interesting for the traveler . Social media are populating and driving search engine results because they are search-engine optimized (Hays, Page, and Buhalis, 2013) . The rapid development of search engines (and meta-search engines) has inf luenced travelers' use of technology for planning and experiencing (pre-experience and recalling the experience) their travels . Search engines are seen as the main gateway to online information. Ramsey (2007) estimated that 61 percent of adult Internet users conduct travel searches on the Web. Recent studies in the online information search field (Xiang et al., 2008) demonstrated that travelers spend time locating appropriate information on the Internet, checking different information providers , before making online travel reservations (Vermeulen and Seegers, 2009 ). Online information search has become one of the most investigated fields of research for academics (Pan and Fesenmaier, 2006) due to its popularity among prospective travelers.
Finally, it is relevant to note the intrinsic characteristics of the travel and tourism brands. These brands can be understood as service brands-brands that are based on rational and emotional values ) and on the relationship among customers, organizations, and employees (Brodie, 2009 ) toward the fulfillment of promises. The experience-based economy (Pine and Gilmore, 1999) of the travel and tourism sector facilitates the generation of opinions and comments on experiences resulting from the fulfillment (or the lack thereof ) of the promises made by the organizations (and their employees) and experienced by the travelers. The opinions and comments of informed tourists are available online for prospective travelers who are gathering information to book a tourism experience. This content, which reflects the complexity of the service brands, is generated by users who have already lived the reviewed experience found in the online tourism domain, thanks to search engines.
This chapter investigates tourism branding, identity, reputation, and word of mouth in the age of social media. After reviewing the relevant literature and some iconic case studies, it conceptualizes the e-branding online space, where the perception of the brand is the result of the interplay between official websites (supply side) and social media (demand-and supply-side).
The Evolution of E-tourism: From Web 1.0 to Web 2.0
The ICTs' revolution has had already profound implications for the tourism sector. Poon (1993) predicted that: "a whole system of ICTs is being rapidly diffused throughout the tourism industry and no player will escape ICTs' impacts." Buhalis (2003) suggests that e-tourism ref lects the digitization of all processes and value chains in the tourism, travel, hospitality and catering industries. At the tactical level, it includes e-commerce and applies ICTs for maximizing the efficiency and effectiveness of the tourism organization. At the strategic level, e-tourism revolutionizes all business processes, the entire value chain as well as the strategic relationships of tourism organizations with all their stakeholders.
The e-tourism concept includes all business functions (e-commerce and e-marketing, e-finance and e-accounting, e-HRM, e-procurement, e-R and D, and e-production) as well as eStrategy, ePlanning and eManagement for all sectors of the tourism industry, including tourism, travel, transport, leisure, hospitality, principals, intermediaries and public sector organizations (Egger and Buhalis, 2008) . Hence e-tourism bundles together three distinctive disciplines, namely, Business Management, Information Systems and Management, and Tourism (Buhalis, 2003) . ICTs have a profound impact on the travel industry because they force this sector as a whole to rethink the way in which it organizes its business, values or norms of behavior and the way in which it educates its workforce (Buhalis, 1998; Buhalis and Law, 2008; Poon, 1993; Sheldon, 1997) .
Actually, travel and tourism is a field where the smart use of technologies has always played a critical role. Historically it is possible to describe a trajectory of the technology evolution in this domain: from the development of Computer Reservation Systems (CRS-1970s) through the Global Distribution Systems (GDS-1980s) until the advent of the Internet (1990s) and social media in (2005), tourism managers have always been confronted with the rise of new developments that were helpingand somehow transforming-the whole industry (Buhalis and Law, 2008; Ip et al., 2011) . The Internet, which can be seen as the last technological evolution in the field, enables travelers to access reliable and accurate information as well as to undertake reservations in a fraction of the time, cost, and inconvenience required by conventional methods. It provides access to transparent and easy to compare information on destinations, holiday packages, travel, lodging and leisure services, as well as about their real-time prices and availability.
Initially, the information available on the Internet was chaotic and loosely structured, mainly due to the immaturity of ICTs and the lack of any type of standardization. Furthermore, the industry was not prepared to embrace the changes required by the management of a 24/7 worldwide contact point (i.e., the website) and a 24/7 worldwide sales center (i.e., the reservations page-e.g., Card et al., 2003) , mostly because of low readiness to the change (e.g., Murphy et al., 2006) and human-resources-related issues (Lam et al., 2007) . Information search, defined as the possibility of locating correct and relevant travel and tourism information in the socalled online tourism domain (Xiang et al., 2008) has risen as research discipline. The online tourism domain, defined as the collection of links, domain names, and web pages that contain texts, images, and audio/video files related to travel and tourism (Pan and Fesenmaier, 2006; Xiang et al., 2008) , refers to the amount of websites that are available around a given destination, that are related to the tourism industry. The online tourism domain conceptualization is based upon four different perspectives: (1) the tourism industry perspective that incorporates the composition of the tourism domain in terms of supply on the Internet (e.g., Leiper, 1979; Smith, 2009) ; (2) the symbolic representation perspective that focuses on the representation of tourism products and related experiences provided by the industry (e.g., Leiper, 1979) ; (3) the travel behavior perspective including the activities and the supporting systems at different stages of the travel experience (e.g., Crompton, 1992) ; and, (4) the travel information search perspective emphasizing the information sought to support travel experiences (e.g., Vogt and Fesenmaier, 1998) . Xiang et al. (2008) underlined that only a tiny part of pages indexed in the search engine Google.com are indeed accessible for users. Among these pages a number of websites (domain duplicates) are dominating the results, as also demonstrated earlier by W ö ber (2006) . Internet users do use search engines as gateway to online information and they shape the way online travelers and tourism suppliers use the Internet.
Even if some sectors of the travel and tourism industry (e.g., hospitality) were reluctant and slow in adopting new technologies, nowadays it is widely recognized that proper use of technologies is a prerequisite for the success of the travel and tourism industry (Buhalis, 2003) . Since mid90s when the Internet emerged as new tool for marketing and selling tourism products (Werthner and Klein, 1999) tourism managers tried to catch up with the complex dynamics of the World Wide Web (WWW), designing, adopting, and optimizing websites, sales channels, in order to build a coherent web presence. The development of the Internet offered an unprecedented opportunity for distribution of multimedia information and interactivity between principals and consumers (Buhalis, 2003) . The WWW's interlinking structure enables the provision and packaging of similarly themed information, products, and services (Rabanser and Ricci, 2005) . The Internet has enabled consumers to access this information rapidly. Increasingly the development of domain-specific search engines and meta-search engines such as Kelkoo and Kayak have introduced utter transparency in the marketplace (W ö ber, 2006) .
The rise of Web 2.0 and of social media enabled the development of UGC. Although some authors raised critics to Web 2.0 and social media-as for example the participation inequality model by Nielsen (2006) which, states that the actual heavy contributors of social media are 1 percent of the overall users-thanks to UGC, Web 2.0 and social media had a substantial impact on the travel and tourism domain. These emerged through review portals such as tripadvisor.com, social networks such as facebook.com and twitter.com, multimedia sharing websites such as panoramio.com, youtube.com, and instagram.com and blogs. This creates accessible content that increase the level of information available on a global basis (Gretzel and Yoo, 2008) . Social media can be generally understood as Internet-based applications that encompasses media impressions created by consumers, typically informed by relevant experiences, and archived or shared online for easy access by other impressionable consumers (Blackshaw, 2006) . Social media are important as they help spread the eWoM (Hennig-Thurau et al., 2004) . Since social media were created users started to engage with these platforms sharing personal experiences in the form of (1) texts, (2) images, and (3) videos. The content shared by users ref lect to a mixture of fact and opinion, impression and sentiment, experiences, and even rumor (Blackshaw and Nazzaro, 2006) . Web 2.0 and social media empowered consumers and transformed the WWW in a social environment (Cantoni and Tardini, 2010) . Web 2.0 is populated social media that play a crucial role as information sources for travelers as they increasingly appear in search engine results in the context of travelrelated searches (Hays et al., 2013) . Social media constitute a substantial part of the search results and therefore traditional providers of travelrelated information will have to ensure that they include social media in their online marketing (Xiang and Gretzel, 2010) .
Looking forward, successful tourism organizations will need to rapidly identify consumer needs and to interact with prospective clients by using online, comprehensive, personalized, and up-to-date communication media for the design of products that satisfy tourism demand. Social media are becoming particular tourism organization destination marketing tools as they inf luence major markets. More importantly, UGC provides clear credentials for organizations and enable consumers to state their side of the story. Social networking offers innovative ways to develop customer relationship management strategies. Engagement with customers can have a direct inf luence on a company's credibility, inf luence, and word-ofmouth reputation. Social platforms simplify the process of connecting to consumers, and at the same time they make difficult to control the image and reputation of organizations (Fotis et al., 2011; Hays et al., 2013) .
Lastly, computing is going mobile: smartphones are also changing the way people interact with information. The development of smartphones lead to the creation of a converged device bringing together telephone, personal data assistant, and other functions such as video and photo camera, music players into an integrated mobile computing platform. The proliferation of iPhones, Android-based mobiles, and Blackberries enable users to access the Internet over 4G and also offer a range of applications to maximize their utility before-during-and after-the-trip experience. With advanced wireless networks, free wifi proliferation, reduced costs for roaming, growing worldwide adoption of web-enabled full feature phones, smartphones, and tablets, travelers are already able to access information anywhere, anytime from multiple devices extending the interaction throughout the journey (Rose, 2011) . More importantly smartphones are responsible for content generation as travelers find very easy to share their trip experience across multiple social media platforms and document their trip with photos and videos while interacting with friends live.
In the last years, SoLoMo (short for Social-Location-Mobile) and SoCoMo (short for Social-Context-Mobile) marketing emerged as a new trend. SoCoMo, refers to a more mobile-centric version of social media interaction and marketing. SoCoMo developed as a result of the growing popularity of smartphones and tablets, taking advantage of the location and context information to provide personalized information and services (Buhalis and Foreste, 2014) . It offers greater local precision to search engine results than what's available via a PC integrating geo-location technology. The GPS technology integrated into mobile devices provides more accurate geo results than the "IP mapping" approach (necessary for home or office PCs). When search engines started incorporating more and more local and contextual results in their results listing, they proved the size of the local market on the Internet. It is here relevant to note that in order to have accurate local results, they need accurate information about local businesses. The development of location-based social media such as foursquare.com or facebook.com places will further support the development of SoLoMo and SoCoMo.
Conceptualizing Online Reputation in Travel and Tourism
Travel and tourism is an experience-based industry (Tussyadiah and Fesenmaier, 2008) and it is based on the commercialization of intangible goods. Within this industry, companies market and sell promises of a service or product, and customers spend money to buy an experience that, at the time of the purchase does not exist. The "purchased product" is created on the very moment in which the actual experience takes place and is consumed (Tresidder and Hirst, 2012) . Festivals (and events in general) are perfect examples of the experience economy (Pine and Gilmore, 1999) . The line-up of a music concert can be confirmed while the event is approaching but anything can happen to the singers and to the bands even few minutes before the performance. In the unfortunate case of last-minute changes of the event programme, it is arguable that the actual value of the "purchased promise" decrease. The same reasoning can be applied to the lodging sector where the level of expected hospitality can drop or rise due to unexpected events related to internal issues (e.g., human resources) or external ones (e.g., suppliers failure) or even weather issues.
Service marketing researchers recently tried to overcome the narrow "goods centric logic" (Vargo and Lusch, 2004 ) definition of brand given by the American Marketing Association (2004) that sees a brand as "a name, term, design, symbol, or any other feature that identifies one seller's good or service as distinct from those of other sellers" (AMA, 2004) . For example ) defined a brand as a cluster of rational and emotional values that enable stakeholders to recognize a promise about a unique experience. Therefore it is possible to claim that a brand has emotional and functional values leading to a promised experience .
Additionally, two concepts are crucial for understanding a brand: (1) the brand identity, that is the collection of all the core or basic characteristics of the brand (Barnett et al., 2006) from the perspective of organization and (2) the brand image, that is how relevant stakeholders-especially customers (Keller, 1993) -perceive the brand. Furthermore, research shows that different stakeholders can have different perceptions of the same brand; therefore different images may exist (e.g., Argenti and Druckenmiller, 2004) .
This idea of brand can be applied to the travel and tourism industry: the research of Berry (2000) and Davis et al. (2000) conceptualized the role of the brand in the service sector. The role of brand in the service sector can be seen as a relationship between customers and the brand itself (Prahalad and Ramaswamy, 2004) . The focus is on reciprocity, mutual exchange, and fulfillment of promises (Dall'Olmo Riley and De Chernatony, 2000) . Recently, Brodie (2009) conceptualized the brand in the service sector defining it as the result of a relationship among (1) consumers and stakeholders, (2) organization, and (3) employees. This relationship leads to the co-creation of service encounters where all stakeholders meet in the marketplace and they are co-responsible for the service creation.
In this respect reputation can be gauged as a collective representation of multiple stakeholders' image of the brand built over time (Walker, 2010) . Literature also shows that there is no consensus on a definition of reputation (Walker, 2010; Wartick, 2002) because, the concept of identity, image, and reputation are still often used interchangeably by researchers and practitioners (Barnett et al., 2006) . From a marketingoriented perspective reputation is an intangible resource leading to sustainable competitive advantage for an organization/brand (Barney, 1991; Fombrun, 1996) .
Recently, several studies have tried to conceptualize reputation but, as noted by Marchiori and Cantoni (2012) , this is not an easy task. What they pointed out is that over the years different disciplines approached the issues such as (1) psychology (e.g., Bergler, 1948 ) that considers reputation as cognitive association related to an object that drives stakeholder behavior; (2) sociology that sees reputation as a social construct (e.g., Camic, 1992; Lang and Lang, 1988) ; (3) economics that considers reputation as a cognitive interpretation of an organization's performance gathered by stakeholders (e.g., Allen, 1984; Weigelt and Camerer, 1988) ; (4) marketing that considers reputation as perceptual representation of a company's past actions and future prospects that describes the firms overall appeal to all of its key constituents when compared with other competitors (e.g., Fombrun, 1996) . They add a linguistic/etymological perspective definition, analyzing the prefix "re"-which means iteration of something and "puto"-which implies a evaluative dimension (Marchiori and Cantoni, 2012) .
From a marketing perspective, some authors claimed for "definitional landscape" (Barnett et al., 2006) . To date, only few published papers include a proper definition of what is reputation. According to Walker (2010) there are five key attributes to take into consideration while defining reputation: (1) reputation is based on perceptions; (2) it is the aggregate perception of all stakeholders; and (3) it is comparative (Wartick, 2002) . In addition to these three attributes, two additional ones were often mentioned in the literature (Walker, 2010) : reputation can be (4) positive or negative, and (5) stable and enduring. Together, these five attributes can lead to a comprehensive definition of reputation that ref lects leading articles in the scholarly literature.
Moving toward a WWW perspective, the Internet and especially social media, empowered consumers who are now able to comment and review on their travel and tourism experiences. Social media enabled a dynamic feedback system that connects travel and tourism supply and demand sides. Customers can leave comments and review experiences and the industry can reply and, where possible, improve the service. A constant and dynamic engagement supports the co-creation of experience and the personalization of generic products and services as well as the generalization of personal experiences.
What is clear is that the Internet is used for bidirectional communication to share opinions about a wide range of topics such as products and services (Dellarocas, 2003) . This is inf luencing the stakeholders' perceived image of the product/service, thus creating the online reputation of the given product/service (Bolton et al., 2004; Dellarocas, 2001 Dellarocas, , 2005 . Online reputation is spread over the internet, thanks to inf luential and very well connected nodes within social network (Baggio, 2011) .
Online reputation can be considered as an asset that requires investment to create and maintain and it ref lects the branding and marketing proposition in general. As an asset, online reputation needs to be developed, managed, and protected in an increasingly volatile, dynamic, and chaotic environment (Mailath and Samuelson, 2001) . Therefore, in a social media environment where customers are publishing emotional content about product, services, and experiences, reputation can be considered as the aggregation of feedback and feelings (Mandelli and Cantoni, 2010 ) of stakeholders about a given organization, product, and/or brand.
The propagation of content in the tourism networks is happening extremely fast (Baggio, 2011) . Social media are presenting similar topics as official websites but with different strategies ). Due to their intrinsic characteristics (Gretzel, 2006) they are populating the organic results listing of search engines (Xiang and Gretzel, 2010 ) becoming a relevant part of the online tourism domain (Xiang et al., 2008) .
It is therefore possible to conceptualize online reputation based on three main perspectives:
• The social web perspective : The advent of Web2.0 radically reshaped the way in which consumers interact with each other and with the company/brand. The identity, image but above all the reputation of companies are continuously discussed and negotiated online with perspective customers in a dynamic and ever-changing environment.
Understanding the "rules of the game" as well as grasping how to properly interact with end users (i.e., prospective travelers) in this online space has become a prerequisite for success for modern tourism companies. Tourism managers understand that it is not possible anymore to push a single, well-designed, and highly convincing marketing message to the relevant audiences to accomplish marketing and communication objectives. What they need to do is to engage dynamically with target audiences online by continuously listening, discussing, and negotiating the actual content of their marketing messages with prospective clients.
• The web search perspective : The importance of search engines as main gateways to access online content is acknowledged by academics and practitioners (Haiyan, 2010; W ö ber, 2006) . People use search engines to locate information on the web, trusting the results listing and choosing among the proposed links. In this perspective, the web search should be considered relevant for studying online reputation. Search engines harvest websites, store and index its content and filter relevant information for the end users. They effectively choose and recommend given pieces of content for each keywords submitted by users. The listings of search engines start to incorporate social media content, thus bringing to the end-user attention discussions and UGCs about a given product, service, and/or experience from the social media environment.
• Demand side and supply side perspective : The original boundaries between content producers and content consumers are not anymore valid in the social media arena. Consumers have been transformed from passive receivers to active actors of the communication process. Their role can be described as "prosumers": producers and consumers of content, which actively process online information and create multimedia content. This content is made available online, thanks to social media. Consumers can easily reach it, thanks to search engines that constitute a preferred gateway to access web information. Therefore companies should constantly monitor their online presence in order to understand what consumers say about them, their products, services, or experiences. The online conversations, which lead to the creation of online reputation, ref lect the tension between the company (supply side-which communicate about the brand, the products the services/experiences) and the users (demand side-who experience products and services of the company). Modern managers need to understand the potential of social media and search engines both as a communication means (i.e., marketing communication) and as a listening tool (i.e., marketing analysis) and interact dynamically with active consumers in order to create, consolidate, and/or change tourism experience and also online reputation.
Managing Online Reputation
Before defining how the interrelation between the three perspectives presented above is affecting online reputation, it is worth to describe what is happening in the social media environment and how firms are responding to the users' stimuli on these channels. Additionally, tourism companies need to face the challenges and the opportunities represented by Web 2.0 and social media, that can inf luence online reputation and organizations' brands.
Researchers and practitioners need to realize that the most important issue related to social media and branding is to carefully listen to customers' comments, classify them, and where possible to respond to them dynamically . Recent developments on social media suggest that social media communication is evolving, becoming part of the mainstream communication dialogue between consumers and organizations. Actually, social media are not anymore a "nice to have" within the Internet strategy of a service company. They are essential as they contribute to shape the online reputation of the service and the competitiveness of the organization. They are critical for the dialogue between the organization and their stakeholders including customers.
Particularly there are three key lessons that tourism companies need to learn to be effective online and to create and maintain a positive online reputation.
• Listen and engage : Be always aware of what your past, current, and future customers (and also stakeholders) are discussing about your product and/or services. Social media are spreading emotional information on the Internet and search engines are indexing these websites carrying UGC. Thus customers are exposed both to official and nonofficial information. Tourism managers should listen to online conversations about their products and services and engage with relevant audiences in order to establish a communication channel and provide positive messages in the marketplace. This key lesson is crucial for understanding online reputation and for discussing products/ services and brand characteristics with target audiences.
• Tell emotional stories : The interaction with the users should be based on emotional storytelling. Social media transformed the Internet from a cold library to a warm square where users like to meet and discuss. Emotional stories do represent one of the possible communicative strategies to foster online reputation as they lead to real experience encounters and transfer tourism to memorable engagement.
• Co-create personalized experiences : Online reputation should be understood as an asset for companies and organizations. Tourism managers should start to exploit all the information available online to boost tourists experiences. The co-creation of relevant experiences can be a starting point for boosting online reputation enabling the strengthening of the organization competitiveness.
Case Studies of Online Reputation Management
Modern companies, and especially tourism companies, should be aware that the Internet is populated by content about their product and services. When there is a success or a failure in the delivery of these products and services, customers can exploit the Internet and particularly social media to share their experiences. Engagement is a crucial issue to establish a connection between customers creating a positive spiral among past consumers and perspective consumers, thus trying to inf luence consumer behavior ). An important first step of generating engagement is listening (Kanter and Fine, 2010) to the consumer online. It is easy and inexpensive to listen to the audience through social media. This suggests that "the transition from listening to interacting with people is the art of engagement" (Kanter and Fine, 2010: 62) . The Engagement Pyramid (Li, 2010) describes the level of engagement on social media and the actions need to be taken in order for companies to respond to different ways of involvement. The first step in the engagement pyramid is watching. Consumers and/or companies seek socially created content in order to assist in decision-making processes or for entertainment. At this stage, content is only consumed passively. The next level in the pyramid is sharing, which includes consumers and/or companies sharing information on social networking platforms in order to demonstrate knowledge. Followed by the level of commenting, this involves responding to others' content in order to participate actively and contribute ideas. The next stage in the engagement pyramid is producing information in order to express the consumers' and/or companies' identity and to be heard. This can be accomplished by creating and publishing own content. The final step is curating: the important issue at this level is to get involved in online communities in order to give something back and be recognized by a broader audience (Li, 2010) .
CASE 1: United Breaks Guitars. Complaint Goes Viral
One of the most famous cases, is the one related to musician Dave Carroll and United Airlines (wikipedia.org). In 2008, musician Dave Carroll said his guitar was broken while in United Airlines' custody. When he arrived at Chicago's O'Hare International Airport he discover that his $3,500 guitar was severely damaged. Carroll complained and filed a claim with United Airlines that informed him that he was ineligible for compensation because he had failed to make the claim within its stipulated "standard 24-hour timeframe." Carroll says that his fruitless negotiations with the airline for compensation lasted nine months. Then the musician wrote a song and created a music video about his experience and posted it on youtube.com ( http://www.youtube.com/watch?v=5YGc4zOqozo ). The song titled "United Breaks Guitars," was posted on youtube.com on July 6, 2009 and to date it counts more than 14 million visualizations.
Media reported the story of the song's instant success and the public relations humiliation for United Airlines. Attempting to put a positive gloss on the incident and the song, a company spokesman called it "excellent." Rob Bradford, United's managing director of customer solutions, telephoned Carroll to apologize for the foul-up and to ask if the carrier could use the video internally for training. United mentioned that it hoped to learn from the incident, and to change its customer service policy as a result of the incident. In The case presented here is only one of the most famous online reputation breakdown for a company related with travel and tourism. At the time of the video (i.e., 2009) online reputation was still a "black box." Managers were not really aware of the potentials of the Internet in spreading the eWoM. Since then, many companies populated the Internet arena offering professional services to help in monitoring the web. Sysomos.com and Radian6.com are two of the most famous ones. Therefore, if listening to online conversation about the company's product and services is the prerequisite for managing online reputation, engaging with relevant audiences represents the following step. Many hotels had to learn how to monitor their profile and manage their reputation on tripadvisor.com and many other online platforms. Here consumers can review their experiences and express their view about he service received. In the case reported above, the general manager of this Swiss Italian hotel engages with a customer, which reported few unsatisfied comments about the stay at his hotel in tripadvisor.com. This is not a common practice in the tourism/hospitality industry as, for different reasons, often managers do not take care of the online space. Once the hotel manager decides to engage in social media it is important to approach this environment in a professionally manner, trying to build a relationship with the prospective customers. As in the case presented above the answer to the client is empathic and demonstrated a real commitment toward the client.
CASE 3: Emotional Content Generates Engagement
In addition to Winer's (2001) statement about experience management in the current economy, also Shaw et al. (2010) research the future of customer experiences where the social media experience is objectively discussed. Authors perceive social media as a new emerging trend within the phenomenon of customer experience. Shaw et al. (2010) defined social media experience as a technology-enabled social interaction that helps to meet psychological needs: safety, belonging, esteem and self-actualization, and the resultant emotions evoked thus creates a digital social media experience.
In the occasion of the 2012 US presidential elections, after a hard political battle with his opponent Mitt Romney, Barack Obama (known for being extremely active on social media) published a picture representing a warm and genuine hug with his wife Michelle Obama ( https:// twitter.com/BarackObama/status/266031293945503744 ) with the caption " Four more years " on the social media twitter.com, to celebrate the final victory and its re-election for the following four years. This picture, which resulted the one with most "retweets" and "favourites," clearly is the happy ending of the elections story, where the re-elected President seems to thank his beloved wife for the journey done together. It clearly leverages on sentiment such as belonging, unity, and family value through the hug. Emotions do play a relevant role also in travel and tourism when companies communicate on social media. One example is the campaign launched by Slovenia Tourism Board in 2010: Slovenia is the only country name with the word "love" in the name itself. Starting from this simple issue the marketing managers of the Slovenia Tourism Board started to market the destination emotionally generating a strong positive reaction.
CASE 4: Dynamic Interaction across Platforms
Engagement leads to brand reinforcement and consumers become brand ambassadors taking the message of an organization forward. As social become more mainstream, consumer will not differentiate between the communication media and will use multiple platforms to interact with organizations in order to co-create their personalized experience. Organizations will need to be ready to interact, engage, and serve across different platforms.
In August 2011 Peter Shankman, PR professional and founder of Help A Reporter Out (helpareporter.com) was traveling from Tampa to New York. Before boarding the f light to New York he twitted the message below asking Morton's, a well-known steakhouse to meet him at the Newark airport with his favorite porterhouse steak.
The twitter message read like this:
Hey @Mortons -can you meet me at Newark airport with a porterhouse when I land in two hours? K, thanks. :)
Someone in the head quarter of the company (i.e., Morton) read this tweet and authorized the personalized delivery at Newark airport. After Shankman walked out from security at Newark airport he found a Morton's waiter waiting for him with his favorite steak. This story had a huge echo on social media and was labeled as one of the greatest customer service story ever told. Morton's gained popularity from this success story and increased its reputation of delivering tailormade experiences to their customers.
CASE 5: Using Social Media for Live, Face to
Face, and Dynamic Engagement In the same way in 2010 the airline KLM started a campaign called KLM surprise (surprise.klm.com). During this campaign KLM studied the social network profiles of their customers that were twitting or checking-in at Amsterdam airport and departing on KLM f lights. On the basis of their profiles, the company delivered a small and personalized gift to the passenger offering them a memorable experience and gaining a huge reputation boost on social media (see the Youtube.com video here: http://www. youtube.com/watch?v=pqHWAE8GDEk ). Passengers were surprised and this campaign generated 1,000,000 impressions on twitter alone.
A Framework to Understand Online Reputation
Besides being two very interesting examples of customer relations, both Morton's and KLM campaigns explain how it is possible to create memorable experiences by emotionally engaging with customers in real time.
Owing to their intrinsic characteristics (e.g., interactional communication, profile information, location information) social media are perfectly suited for co-creating experiences with travelers. In the traditional view, the roles of the consumer and the company in the production and consumption of products and goods were distinct (Ramaswamy, 2011) . The first point of interaction was occurring at the end of the value chain, at the moment of the sale of the product (Limburg, 2011) . Neuhofer and Buhalis (2012) introduced the concept of technologyenhanced tourism experiences co-creation combining the elements of experiences, co-creation, and technology. Furthermore Neuhofer et al. (2013) developed a framework to understand the penetration of technologies in tourism experiences leading to the creation of an interactive co-created experience. The authors defined four typologies of technology-enhanced experiences leading to service co-creation: (1) staged experience-low technology penetration; (2) assisted experience-Web 1.0 technology, no interaction; (3) enhanced experience-interactive Web 2.0 technologies; and (4) empowered experience-interactive, immersive, pervasive technology. Moreover, companies are responsible for the level on interaction with the final customer and they need to take into consideration the level of experience personalization offered.
Since 2005, the relationship between companies and consumers changed dramatically. Consumers have become informed, active, and powerful, and have thereby induced a major change in the industrial system (Ramaswamy, 2009 ). This novel mind-set has especially been brought forward by Prahalad and Ramaswamy (2004) who argued that the process of experience creation is being challenged by involved consumers who desire to create their own personalized experiences. Hence, they proclaim that the original experience economy needs to change. It should no longer be considered as a strategic production of experiences by means of staging, as originally suggested in the experience economy by Pine and Gilmore (1999) . The experience economy concept should be enhanced, as companies are not able on their own to create and deliver experiences but need to cocreate them with consumers. Experience emerges when the individual perceives it and obtains value (Vargo and Lusch, 2004) .
After reviewing the importance of social media through some iconic cases, the chapter now focuses on the above-presented perspectives to shed light on the importance of branding, identity, reputation, and wordof-mouth in the age of social media in the tourism field. The following paragraphs propose the conceptualization and the interplay of the three perspectives leading to the conceptualization of the eBranding Online Space (presented in the conclusions).
The Social Web Perspective
As travel and tourism are experience-based activities (Tussyadiah and Fesenmaier, 2008) , such experiences need to be communicated (e.g., ). Communities, blogs, travel review websites, and social media in general offer publication outlets to help information sharing among users (Arsal et al., 2008) . These websites increasingly gain substantial popularity in online travelers' use of the Internet (Gretzel, 2006; Pan et al., 2007) .
Web 2.0 is not an advancement of technology as such: there are no new communication protocols involved, there is no new hardware for web applications. Nonetheless, thanks to advancement in client-side programming languages (e.g., Ajax-Asynchronous JavaScript and XML), it made easy the creation of multimedia web application (e.g., youtube.com and facebook.com). This is supported by a generally low publication threshold, alongside the availability of large bandwidth and made possible to upload and share multimedia contents (e.g., videos, pictures, and music). Hence, the web has been generally transformed into a social square-rather than a library (Cantoni and Tardini, 2010) , where knowledge is created and built by the crowd who shares information, content, and experiences on social media.
Users are in control of the information production on Web2.0 and companies cannot avoid considering this fact as relevant. In fact, marketing managers are exploiting new ways to adopt social media in the marketing and promotion arena to take advantage of the eWoM. Schmallegger and Carson (2008) suggested that the strategy of using blogs and social media websites, is related to the possibility of encompassing communication, promotion, product distribution, management, and market research. Social media attracted the attention of researchers (e.g., Li and Wang, 2011; Noone et al., 2011) and practitioners as they play a key role both in travel decision-making and in tourism operations management (Leung et al., 2013) . Despite the wide adoption of social media by both tourism consumers and suppliers in recent years (e.g., Chung and Buhalis, 2008; Leung et al., 2011) , the successful practice of manipulating and managing social media still remains largely unknown to practitioners and scholars.
Furthermore, social media can be viewed as an aggregation of online feedback mechanisms that use Internet bidirectional communication to share opinions about a wide range of topics (Dellarocas, 2003) . This is mostly true in a market dominated by the experience economy (Pine and Gilmore, 1999) where the products are transformed in relevant experiences for the final customers. Therefore, informed by relevant experiences, consumers are now empowered to share their opinions with a variety of media generating different representations of the experience itself.
The aggregation of the entire range of online representations creates the web reputation of organizations (Dellarocas, 2001 and 2005; Bolton et al., 2004) and generates opportunities and challenges to manage this reputation dynamically in the online environment.
The Online Search Perspective
Search engines are often the preferred gateway to information in the Internet. The Internet can be seen as a collection of webpages interrelated one to one other (Baggio et al., 2007) . Therefore, locating the relevant information among all the possible information available online is a critical task. The issue of online information search has attracted the interest of academics and practitioners in the last decades. Most of the research has focused on the technical aspects of online information search ( Jansen and Molina, 2006) and this topic has been widely discussed also within the travel and tourism field (e.g., Pan and Fesenmaier, 2006) .
The "Online Tourism Domain"-the collection of tourism-related links accessible through search engines-was traditionally seen as populated primarily by the so-called tourism industries (Pan and Fesenmaier, 2006) . However, a recent study conducted by Xiang and Gretzel (2010) shows that social media constitute a substantial part of the search results in search engines. The results of their study clearly indicate that search engines can direct travelers to social media sites. The study describes the results of ten different searches performed with the popular search engine Google in nine US cities. The findings demonstrated that there is a great amount of UGC populating the organic results of the popular search engine Google (11%) distributed in the following categories: virtual communities 40 percent (e.g., travel.yahoo.com), review sites 27 percent (e.g., tripadvisor.com and holidaycheck.com), blogs 15 percent (e.g., blogs.marriott. com and hotel-blogs.com), networking site 9 percent (e.g., facebook.com and wayn.com), media sharing 7 percent (e.g., youtube.com, f lickr.com), others 2 percent (e.g., wikitravel.org and twitter.com). Social media are gaining substantial popularity within the online tourism domain (Gretzel, 2006; Pan et al., 2007) . The importance of social media in online tourism lies in the fact that they are populating the search engine listing and tourism businesses have little control ). This will have massive implications for the online reputation management of organizations as well as the level of engagement that consumers will require across different platforms.
Demand Side and Supply Side
Branding has always been approached as a managerial issue. Traditionally managers decided the main characteristics of a brand and communicated it through different channels to the end-consumers (Fill, 2009) , who were assimilating and/or rejecting the brand attributes. Dowling (2000) distinguished among three different concepts while discussing about brand: (1) the brand identity that is the essence of the company/brand; (2) the brand image that is the individual representation of a brand; and (3) the brand reputation that is the opinion shared among a group of stakeholders about the brand.
Following the traditional model of mass communication, brands were introduced in the market, thanks to series of marketing communication tools and media (Fill, 2005) trying to maximize the one-to-many f low of information (i.e., the company communicating through mass media to the target audiences). The image of the brand was the result of these marketing communications activities. Multiple images, perceived by different stakeholders (Argenti and Druckenmiller, 2004) , contribute to shape the reputation of the brand (Walker, 2010) . Therefore brand management is a marketing issue, while reputation management is a marketing communication issue.
When new media, and especially social media entered into the picture, the communication model changed. Social media brought the possibility of interacting, allowing consumer (i.e., the receivers of the communication messages often seen as passive by advertisers) to react and engage in all communication processes. Therefore, the firms' communication landscape assumed more dynamic characteristics, enabling a continuous exchange of information between supply side and demand side about the brand, its attributes, and its images. Consequently, also the study of brands reputation, which was seen as a static exercise done through surveys in one specific moment in time (e.g., Vidaver-Cohen, 2007) , assumed a more dynamic spin.
Brands can have multiple identities and perceived images but only one reputation, which is the sum of all the perceived images (e.g., Davis et al., 2000) . Therefore, reputation is (1) partly a ref lection of a company's identity and (2) partly the result of managers' efforts to persuade brand excellence (Fombrun, 1996) . This complexity is typically lost in how reputation has been operationalized and measured (Walker, 2010) . Since 1997 the Reputation Institute (RI-reputationinstitute.com), one of the most relevant organizations dealing with the study of corporate reputation, has been engaged in studying the dynamics of corporate reputation. The RI created the so-called Reputation Quotient, a valid, reliable, and robust instrument to measure corporate reputation (Fombrun et al., 1999; Fombrun, 1996) . On the basis of a series of stakeholders' surveys, the authors identified, compiled, and categorized the evaluation criteria used to measure the reputation of firms. From its conception until 2005, the reputation quotient had been tested and used to measure the reputation of over 200 companies with interviews to more than 100,000 people around the world (Fombrun and Foss, 2004) , asking relevant samples of consumers and stakeholders to rate and rank organization, brands and attributes. In 2006, the Reputation Institute, developed the RepTrak TM framework, a more comprehensive model based on 23 drivers that work as predictors of reputation (VidaverCohen, 2007) . The RepTrak TM framework distinguishes the drivers of reputation between those that work as reputation predictors and those that work as reputation judgments. The predictor variables are related to those core dimensions that are inherent to the firm. Core dimensions for RepTrak TM are: (1) performance, (2) product and services, (3) innovation, (4) workplace, (5) governance, (6) citizenship, and (7) leadership. With the advent of Web 2.0 and social media, firms and brands are exposed to a new dynamic, customers centric environment and to co-creation. The model of communication is not anymore one-to-many but manyto-many.
The brand and its attributes decided by the management are constantly negotiated with the customers activating an interactional communication process (Fill, 2009) . Organizations and brand reputation can be measured by studying and classifying online contents published on social media (Inversini et al., 2010) and made available through search engines to the end users.
Conclusions: Managing eBranding in the Online Space
One of the key challenges for any manager in the future will be to shape the eBranding Online Space where the social web perspective, the search perspective, and the supply side and demand side perspective intersect and create the online reputation. As it is possible to gauge from literature, there exists an online tourism domain (Xiang et al., 2008) accessible through search engines. It is populated by official websites (i.e., firms websites, newspapers, and magazine websites) and by social media websites (i.e., review websites, virtual communities, blogs, networking sites, and media-sharing sites- Xiang and Gretzel, 2010) . Official websites, written by the firms themselves, do carry positive or at least neutral arguments to support a brand or a firm, while social media, written by end-consumers, are carrying emotional arguments . As Werthner and Klein (1999) proposed, the Internet can play a key role in facilitating and mediating the interaction between the consumer and the tourism industry suppliers. Demand side and supply side should view the Internet arena as a discussion place where to dynamically mediate between proposed brand attributes and perceived reputation, in order to build a common understanding of the brand and its reputation.
Therefore it is possible to conceptualize the eBranding Online Space as the collection of websites (traditional websites and social media websites), accessible through a web interface (search engine), that are transmitting a series of information about a given organization or about a given brand. The information is more emotional on social media websites, as they host UGC freely written by end-users talking and reviewing products and services. It is more factual on companies' websites as this websites carry the official information about the organization and the brand .
The tension between (1) the supply side official information that contains the official statements of the organization and thus projecting on the web the brand characteristics'/reputation and (2) the demand side UGC that contains emotional judgments of products and services generates the so called online reputation of the organization/brand.
The eBranding Online Space ref lects the tension between supply (which creates the brand and its reputation) side and demand side (which perceives attributes and reputation of the brand) in defining a brand and its reputation. These dimensions are useful to conceptualize how online reputation play together in the eBranding Online Space, creating a new environment for marketers where to build and dynamically manage brand reputation for travel and tourism companies.
The social web perspective is playing a crucial role in the eBranding Online Space ( Figure 1.1 ) . Official websites (i.e., Web 1.0 websitescompany websites, newspaper and magazines websites) are close to the supply side: they are actually controlled by the supply side that decides the actual contents to be published. Official destination websites, for example, spread online the official contents created by the destination: the content is written in a positive or neutral way . Reservation websites and meta-search engines are in the middle of the picture as they can carry institutional content and UGC. For example, in Booking.com, not only hoteliers can input their content (e.g., pictures of the room, description of the hotel) but also users can contribute with online reviews. Review sites, virtual communities, blogs, networking websites, and media-sharing websites are closed to the demand side because end-users are in control of the contents. On social media websites both consumers and organizations generate content, which is public and open interaction. Tourism destinations or hotels can develop their facebook page or twitter stream, which is open to discussion and interaction with all their stakeholders.
The web search perspective is essential to understand this picture because search engines allow users to actually access these online space. Search engines are the most commonly used mean to access online information from different devices (e.g., desktop computer, laptop, mobile phones, and tablets). They allow to access both official travel and tourism websites and social media. Social media are becoming very "search engine friendly" gaining importance in results listing.
Finally, the eBranding Online Space ref lects the tension between supply side (i.e., the travel and tourism companies) and demand side (the travel and tourism customers). Supply side inputs in the eBranding Online Space the brand identity through the online channel they can inf luence (e.g., official websites, newspaper, magazines, and so on). Crucial at this stage is to recall the experiential characteristics of the service brand. Supply side inputs on the web offer a promise with a series of characteristics: example can be the music festival programme and the lineup. Demand side has the possibility of reviewing and commenting, the fulfillment of the promises, thanks to social media. Hence the demand side can explicitly comment on the performances of the supply side, thus informing peers on the fulfillment (or un-fulfillment) of the brand promises recommending or discouraging such experiences. This is how co-creation emerge in the marketplace to bring demand requirements towards production process. Understanding online reputation in the travel and tourism industry helps to understand the complexity of the eBranding Online Space. Managing the online reputation of the services industry requires to be transparent,and interactive. Suppliers can take now opportunities and face challenges to build their online reputation and competitiveness together with their clientele.
